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Your Patronage 











BOTANICAL DECORATING CO. 


319-327 W. VAN BUREN STREET 
Artistic Decorations and Artificial Flowers 


NATIONAL CARD, MAT & BOARD CO. 


4318-36 CARROLL AVENUE 
Showcard Boards—Mat Boards 














THE KOESTER SCHOOL 


367 WEST ADAMS STREET 
Correspondence Instruction 





WESTERN FELT WORKS 


4131 OGDEN AVENUE 
Felt for Display Use 

















MESSMORE & DAMON, Inc. 


Creators of Mechanica! Displays for Show Window 
and Advertising Purposes 


404-408 W. 27TH STREET 








J. R. PALMENBERG’S SONS, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


89 WEST THIRD STREET 





MILEO’S MANNEQUINS 


New Line of Famous Composition Figures—Many New and 
Original Models—Visit Our New York Studios 


MILEO—44 EAST 8TH STREET 








EINSON-FREEMAN CoO., Inc. 


Lithographed Window and Counter Displays 
for National Advertisers 
STARR AND BORDEN AVES. 
LONG ISLAND CITY, N. Y. 
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A Continental Display 
That Will Stop Iraffic 


CowntiwentAt window display art obtains its highest 
medium of expression when it is confined to men’s wear dis- 
plays. Men’s wear displays lend themselves so admirably to 
the cubic, dynamic and angular line and form of this new 
type display. Every indication of movement in this display 
of shirts suggests masculinity, and since squares, triangles, 
and perpendicular lines are so suggestive of men’s wear, why 
not confine them to that phase of window merchandising? 
The least any dispiayman can do, when it comes to Continen- 
tal display merchandising, is to confine the effects best ex- 
pressive of men’s wear display to men’s wear, with the softer, 
round lines of movement confined to feminine displays. 

This display of shirts is certainly a far cry from the old 
stereotype technique of men’s wear display merchandising. 
My fantastic background and merchandise arrangement sug- 
gestion illustrates a balanced, off-balanced technique. This 
technique, no matter how it is employed—when it is em- 
ployed correctly—secures an effect that is startling in its 
Originality, compelling in its attention-attracting power, 
dynamic in its suggested action. 

Every shirt and every tie in this smart display plays an 
important part in the display’s whole. Each group of mer- 
chandise is complete in itself, yet it takes both groups to 
form and complete a harmonious arrangement of display and 
merchandise effects. 


By RAOUL AUTHIER 
CREATOR DESIGNER 
STUDIO SIEGEL (PARIS) 
NEW YORK CITY 


I feel that I should caution you about over-indulgence. 
This type display must not be used continuously. The ex- 
treme use of Continental display effects would prove too 
tiring if employed every month. The momentous dramatical 
achievement of unbalanced Continental display architecture 
would prove offensive if used too often. Unbalanced Con- 
tinental display architecture gives the judicious displayman 
an excellent opportunity to produce compelling display effects. 

The wise displayman will temper his Continental displays 
with but an occasional flurry of unbalanced Continental arch- 
itecture. It will be the infrequent appearance of these 
displays that will whet his customer’s appreciation of this 
new display art. By the infrequent appearance of this new 
type display in his windows, he will have an opportunity to 
study and develop its fundamentals. As the displayman be- 
comes more familiar with the fundamentals, he will be 
capable of producing even more compelling effects. 
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Winpvow display stands upon the threshold of a new 
order of display, and I sincerely hope that displaymen view 
this new order of display with fear and trembling. This new 
display is going to demand of those that practice its methods 
a complete understanding of the technique of display. This 
means that the displayman of tomorrow will not be able to 
just “get by” with “decorating windows.” In fact, we find 
that most displaymen who today are satisfied with merely 
decorating windows are finding their jobs becoming increas- 
ingly difficult; and these displaymen, knowing nothing about 
display but decoration, are finding themselves at a loss to 
explain new display developments. They say, “These new 
display developments are just a fad,” but I am afraid it is 
going to be these displaymen and not this new display fad 
that history is going to prove wrong. 

But perhaps I am getting ahead of myself. The display- 
men that are surviving these depression years are encoun- 
tering new display difficulties every day. It is their constant 
endeavor to understand these new developments that is in- 
creasing their appreciation of these new methods. These 
displaymen are proving displays that sell are possible even 
with a decreased display budget; these displaymen are prov- 
ing that no matter how intricate the display problem is, a 
solution is possible. 

In writing my impression of “this new display,” I do so 
with the belief that my experiences may be of some benefit 
to those who, like myself, are beginners. To the older dis- 
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SMARE 
TIES 
YOUR BUDGET 


PREFERS / 


—Let’s be brief! Scrap 
wallboard, in this dis- 
play, gave me the fig- 
ure, circle and oblong 
floor board; the tie 
displayers are  flag- 
sticks; letters and il- 
lustration on sign are 
felt; floor plateau box 
is covered with duvetyn. 
Cost of new material 
for this display, 72c— 


What Price Continental 
Window Displays? 


By VERNON D. NADEN 
DIRECTOR OF DISPLAYS 
ZION DEPARTMENT STORE 
ZION, ILL. 


playman, the displayman who has recognized “this new dis- 
play” for its real value and has fostered its development, you, 
no doubt, can add considerable to my findings, and I hope 
you will. I feel that “this new display” is going to prove our 
one means of complete display salvation. Retailing admits 
very freely that never before has display played such an 
important role in retail selling. It is our job to maintain 
this display standard. 

With the development of Continental displays, our problem 
is made easier. Two display fundamentals that rank first in 
importance in the presentation of Continental displays are 
simplicity and neatness, and where these two fundamentals 
are applied to merchandise presentation, neither costs a cent. 
Their application to window display effects enables the dis- 
playman to produce displays whose life is increased to the 
maximum due to adaptability and possibility of display ar- 
rangement, 

The four displays pictured here cannot be classified as 
radically Continental. My advancement in Continental dis- 
plays has necessarily been slow. Suffice it to say that the 
displays are simple, neat; that their cost of installation and 
production was negligible, and that they produced results. 
Practically every piece of material used in the displays con- 
sisted of odds and ends—scrap wallboard, discarded back- 
grounds, freak boxes, linoleum tubes, and flag sticks. 

There is, on the display market today, any number of new 
(Continued on page 32) 
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—Do you use wallboard tubes? I don’t 
think I could get along without them. 
They have certainly given me many 
smart displays and they’re so inexpen- 
sive. Cut-out letters played an impor- 
tant role in the success of this presenta- 
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—Total cost of this display was but 20 

cents—I had to buy some more duvetyn. 

Circle was used in the tie window, as 

were the sticks. Girl’s figure was sent 

out by some national advertiser several 

years ago—it pays to keep good display 
helps— 


—McCall sign mounted on wall board 
and suspended from the ceiling. Wall- 
board tubes are covered with merchan- 
dise. Round circle is covered with 
merchandise, on which cut-out copy de- 
scribes and prices the merchandise— 
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Wasn't the Depression 





Creat? 


“ 

Wasnt the depression great?” is truly an astounding 
question. It is a question that needs plenty of explanation. 
It says either too much or too little. If ever the old maxim 
“The Survival of the Fittest” has been applicable to human 
beings, it has been applicable during the past three years. 
With the gloomy blanket of economic depression smothering 
the world, a man has needed all his resourcefulness to save 
himself. Strength, ingenuity, cleverness, and tact, to say 
nothing of the will power to force himself ahead in the face 
of opposition and financial difficulties, have been the vital 
factors. The steady drain on reserve supplies and insufficient 
revenues has caused a universally drastic tightening of finan- 
cial outlay. Every branch of every business has been forced 
to curtail its expenditures to meet the new conditions. 

During the past three years, every displayman, along with 
the rest of a pretty long suffering humanity, has found that 
it is one thing to ride the crest of the wave and still another 
thing to fight one’s way out of the following trough. The 
writer doesn’t propose to advance any Polyanna-ish senti- 
ments nor yet to rehash the copy book maxims, but there has 
been something in the late unpleasantness to test our mettle 
and bring out every hidden resource we possess. It is almost 
impossible to minimize the problems that have confronted us. 
We have been faced with exceptional tasks. In the face of 
reduced budgets and stronger competition, we have been 
forced to carry the drawing power of displays far past the 
point thought sufficient in former years. We cannot now go 
along the line of least resistance. 

Let us take the problem of the cutting of working budgets 
and see the effects. First, in many cases, it means a smaller 
personnel. This, of course, means a redistribution of work. 
Extremely versatile men of any profession are hard to find, 
consequently the displayman is often forced to take upon 
himself various tasks which before had been handled by his 
subordinates. Anything from designing displays or back- 
grounds to placing the displays may fall to him and he must 
be capable of handling each situation that arises. Let him 
slip up and there is a vast crowd of applicants as efficient as 
himself who are waiting for his position. If he does not 
understand a certain situation, he makes it his business to 
learn it quickly. 

Window display advertising is such an important factor in 
sales promotion and so essential and advisable in trying times 
such as these, that the eyes of every executive of any com- 
pany displaying merchandise are constantly turned toward 
the display layout. Knowing this, the displayman bends his 
every effort to obtain the most effective result his department 
is capable of producing. Here his cleverness and ingenuity 
must be exerted to the utmost. Again the budget question has 
forced new equipment out of the picture so old material must 
be hauled to light, studied, redesigned and reconstructed. It 
has become necessary for the displayman to delve deeply into 
the mysteries of art and decoration. As in every other sub- 
ject, the theory of display consists of an ever-changing cycle 
of design and method. The advent of the so-called “Conti- 
nental” designing has opened a great new field from which 


By W. GILBERT BROWN 
SUPERVISOR 

BUREAU OF EXHIBITS 

AND DISPLAYS 
PHILADELPHIA ELECTRIC CO. 
PHILADELPHIA, PA. 


to draw and build up exceptionally unique compositions. It 
has distinct fundamentals or principles of foundation. Line, 
form and color may be either subtle or bizarre, depending on 
the displayman’s conception; but, once the theory is mastered, 
amazing results are easily obtained. Ideas, children of in- 
spiration, are based primarily on facts and to obtain these 
facts it is absolutely necessary to have a complete knowledge 
of the theory of sales promotion as applicable to his particu- 
lar merchandise and to the economic conditions of the present 
day. 

This means that the displayman must, as never before, 
keep his wits, not only about him but one jump ahead of the 
ever-present bogey of rivalry. To do this, study has been 
necessary. At all times he has learned to be alert, to grasp 
the trend of quickly changing events and fashions. He has 
mingled with the crowds, and has studied the purse-tight 
psychological problems which are the barriers his work must 
overcome. 

Displaymen who have successfully piloted their depart- 
ments through the stress of the past period of depression may 
well be proud. Without exception, they have been under ex- 
ceedingly great pressure. Those who have survived have 
been instrumental in evolving a great new profession. From 
an almost entirely unrecognized class of workmen, they have 
developed into a group of highly trained technically efficient 
minds. They have raised the standard of their profession 
until now it ranks as an equal to any of the foremost in art 
and advertising. 

A striking example of progress may be shown through 
study of the development of the display department of a large 
eastern organization. A few years ago certain executives of 
the merchandising department of this company awoke to the 
fact that something was radically wrong with the sales pro- 
motion program. Comparative study brought out the fact 
that, among other things, the company had absolutely no de- 
partment to which it could turn for solution of its display 
questions. True, there were window decorators who dili- 
gently placed whatever merchandise was on hand in the most 
convenient windows, and, after a fashion, arranged the show- 
rooms. But when it came to a specific program of promotion, 
there was no one to carry out that vitally important problem 
of showing the public just what was being offered. 

It needed no Solomon to decide what was to be done and 
immediately orders were given for the organization of a 
regular department of displays. After a period of angling 
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—For W. Gilbert 
Brown, and his corps 
of display assistants, 
there has been no de- 
pression. Their dis- 
play budget enables 
them to maintain a 
front that is always 
expressive of modern 
display merchandising 
fundamentals. Their 
display technique is 
simplicity of back- 
ground effects and 
simplicity of merchan- 
dise presentation. ... 
Many displaymen will 
recall that Mr. Brown 
won the sweepstakes 
prize for the best col- 
lection of window dis- 
plays at the last 
convention of the 
I. A. D. M— 











and selection, the services of a displayman were secured as 
director of the embryonic department. The new director 
immediately made a thorough survey of each individual store, 
cataloguing carefully its layout as to advantages concern- 
ing merchandising. New thoughts and ideas soon made 
themselves felt and new methods were installed. The rather 
generous budget, or so it was then considered, allowed the 
engaging of the services of two artists and a few more dis- 
playmen, 

One of the first changes was the discarding of the old type 
manufacturers’ display help used. Although it was not put 
into words, the motto of the young bureau became “Indi- 
vidualize.” From showcards to windows, exceedingly unique 
and individual types of display were installed and ail orig- 
inated in the bureau’s own studio. 

It was at about this period in the department’s existence 
that the economic change began to develop throughout the 
country. As in every other business, the company’s revenue 
lessened. A great organization of any kind is made up of a 
multitude of branches. Every branch has a particular work 
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to do. In the sales and merchandising divisions, each branch 
had a particular piece of merchandise to dispose of and it was 
up to the head of each branch to see that the goods allotted 
to him passed through his hands in the shortest possible time. 
In the face of an increasingly negative purchasing attitude on 
the part of the buying public, every supervisor started grop- 
ing for outlets. 

The first thing each thought of was to put his merchandise 
on display in every place and manner that existed. Conse- 
quently the director of displays was deluged with requests 
to continually display each article. Obviously, this was 
impossible. 

In the face of this situation, the director of displays felt 
sure of the ultimate success of the new systems inaugurated. 
His researches disclosed which localities were best suited for 
the sale of certain articles, and, backed by the records of the 
sales promotion department, he proceeded to support the re- 
tention of the new system. 

Any progressive displayman is sure to bring attention to 
(Continued on page 32) 











8 DISPLAY WORLD April, 1933 


“= 

Twin Service 

HEADLIGHT senda 
ou ee: 


cae S . a 
| ai 
2 
= : 


rast 


. 





A LONG established and well-proved axiom of advertising 
is that one of the best attention-getters for display use is a 
man’s head, life-like and looking directly at you. This is 
the feature of the new Winchester display for flashlights 
which is now being distributed. 

When set up with its full complement of Winchester 
Flashlights, the new Winchester display creates a pleasing 
illusion. At a glance one sees a good-looking salesman stand- 
ing behind an attractive display of Winchester Flashlights— 
and wearing for demonstration purposes one of the Win- 
chester Headlights strapped on his forehead. The head is 
very well done—neither a Gable nor a Menjou, just a good, 
healthy, pleasant-looking average young fellow, enthusiastic 
about Winchester Flashlights. 

There are no trick arrows or other devices to detract 
from the simplicity and effectiveness of the headlight dis- 
play. Further, should the dealer not be carrying headlights, 
the display serves just as well for the regular line of Win- 
chester Flashlights, with the salesman’s head undecorated. 
In other words, when the headlight is used on the head, iis 
display is self-evident. The display panel proper, below the 
head, sets up to hold a representative line of lights. They 
are inserted in tight-holding pockets formed by several strong 
cardboard cut-out shelves. The lights can be easily re- 
moved from the display, yet are held firmly in position. 
Thus while it is easy for interested customers to inspect the 
lights, they are not easily pilfered. 

The display holds eight different flashlights, in addition 





Winchester 
Distributes 
New 
Flashlight 
Display 








—The axiom of this new Winchester 
Flashlight Display might well be, 
“Here’s looking at you with a new 
Winchester Flashlight.” The dis- 
play comes knocked-down, and mer- 
chandises eight lights— 


to the headlight. Adaptable for both counter and window 
use, it stands 22 inches high, including the head, and is less 
than 12 inches wide. It is very attractive and bright in color, 
especially when trimmed with lights in the different handsome 
Winchester Chromaloid finishes, with their brilliant chro- 
mium plating. However, no special selection of lights is 
required to trim it effectively. Just the regular popular num- 
bers can be used. 

The front row lights stand on the bottom of the display, 
those in the rear stand on the second shelf, which steps them 
up. Besides the bottom or “ground floor” of the display, 
there are four shelves. The upper one has space for showing 
the battery box for the headlight. In this connection, it 
should be explained that the Winchester Headlight is the 
twin-service type. When not in use on the head, the head- 
light can be fastened to the battery box by clips on the latter. 
Then it serves the purpose of an electric hand lantern. The 
display is adapted for the regular two cell, and also for three 
cell lights. 

When the headlight is not used, the upper shelf of the 
display will serve well for display of Winchester Super Seal 
batteries. 

In window trims, an effective base display can be ar- 
ranged with tiers of Winchester Super Seal batteries. 

No charge is made for the new display—it is at the dis- 
posal of all stores handling Winchester flashlights that will 
use it. This new Winchester display was produced by 
Einson-Freeman Co., Inc., Long Island City, N. Y. 
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FREATRES 
INSDIRE 


Original Window 
Display Designs 


—DISPLAY WORLD acknowledges the splendid cooperation of 

“The Architectural Forum” in permitting our use of certain of 

the illustrations that appeared in their presentation of the 
Radio City Theatres— 
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—The grand foyer of the Radio City Music Hall, look- 
ing toward the mural painting by Ezra Winter, the 
coloring of which established golden brown as the 
dominant tone of the room. Above the Numidian 
Breche Sanguine marble dado, gold mirrors alternat- 
ing with henna colored brocatelle-covered piers ex- 
tended to the gold leafed ceiling 60 feet above. The 
central lighting fixtures and those built into the mir- 
rored walls are frosted glass— 
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BASEMENT LOUNGE—MUSIC HALL 


—The basement lounge of the Radio 
City Music Hall Theatre has black per- 
matex walls upon which Louis Bouche 
LIGHTING FIXTURE—MUSIC HALL has painted a series of murals. The 
ceiling is coffered with diamond-shaped 
light fixtures suspended from it. Gun 
metal mirrors are used for the facing of 
the heavy columns— 


—Illustrated on the left is one of the 

many wall light fixtures in Radio City 

Music Hall. This fixture appears in one 
of the men’s smoking rooms— 
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Tue decorative design of this smart interior suggests 
many interesting possibilities for window display background 
design. If we start analyzing the room we find no less than 
five or six design possibilities for window display back- 
grounds; and while our design concentrates upon the obvious 
display conception, we feel that some displaymen will believe 
that had our background emphasized an extreme, a display 
more in keeping with the simplicity of modern merchandising 
methods would have resulted. Be that as it may, our design 
suggests a possibility; it must remain up to the individual 
to express his own conception of this interior in his own way. 
Let us consider a few of the background ideas that the the- 
atre interior presents. 

1. Can you find the background designs that appear at the 
extreme right and left of the illustration? Such backgrounds, 
and there should be a series, would present the modern, pic- 
torial design in the center of the background panel; the dec- 
orative columns would flank each side of the background in 
a manner similar to their appearance in our background de- 
sign; the ceiling of the window would consist of a large, 
square or oblong, illuminated lighting fixture. 

2. A background with the decorative feature concentrated 
upon a center column which would be flanked at the top and 
at each corner with a small, square, illuminated lighting 
fixture. This background is suggested by either the front, 
right, or left column. The column, in suggesting a display, 
would appear in the actual center of not only the window 
background but the window itself. The actual background 
of such a window would be a perfectly plain, circular, or 
square wall. 

3. The use of the large column as a means of dividing 
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a window into two sections or units is also suggested. Such 
an arrangement would place one corner of the column at the 
front center of the window within six or eight inches of the 
window glass; the column in this position would serve as a 
divider. The form of the severely plain wall, which would 
serve as the actual background, would be at right angles to 
the center column. 

4. Another background design, in which the back columns 
play a prominent part, is suggested by the design of the back 
columns and the third pair of columns—the tops of the third 
pair of columns appear on the inside and near the tops of the 
center pair of columns. All that can be seen of the third 
pair of columns is several narrow, faint, horizontal and per- 
pendicular lines. Our background would introduce the 
column in the center of the window background with the 
introduction of a duplicated design on the right and left of 
the column. This design would consist of narrow strips of 
metal or wood, which would form a sort of delicate grill 
or lattice work. This design could extend over the entire 
background or could be confined to but one panel on each 
side of the center column. 

5. The design conception suggested in the previous sketch 
could be used in another position. We suggest the column 
effects for the back corners of the window with the lattice 
or grill work introduced on the side and back walls of the 
background; the designs originating, of course, at the top 
of the columns and at the point where the columns join the 
background. 

6. It isn’t necessary to call your attention to the all too 
obvious background design which consists of two columns, a 
drape of modern drapery material, and a huge, round mirror. 
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—The powder room, immediately 
above, which appears in the 
Radio City Music Hall Theatre, 
was painted by Yasuo Kuniyoshi. 
Here, as in all other special 
rooms, the wall covering was 
treated to comply with fire regu- 
lations— 


—The extremely interesting, dif- 
ferent, and beautiful ticket lobby 
ceiling lighting fixtures of the 
Radio City Music Hall Theatre 
are illustrated on the right. The 
ceiling was coffered with the 
round, suspended units— 
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HALL 


CEILING LIGHTING FIXTURES 


TICKET LOBBY—MUSIC HALL 
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Here is a background that is feminine indeed, and femi- 
nine we shall keep it. As we have developed the masculine 
phase of every display background inspired by these theatre 
designs, we will suggest the masculine touch here, but we 
believe this background will be most successful if it is re- 
produced for feminine displays. If it must be masculine, 
make the doorway or archway square or triangular, and 
suggest a scene that is masculine. 

We have taken several liberties with this setting, that is, 
so far as its inspiration is concerned. We feel that these 
liberties are justified inasmuch as they will enable this set- 
ting to come not only within the range of more display bud- 
gets but within the range of the construction and design 
ability of more displaymen. 

We would like to see a mirror background developed, but 
such a background, in the majority of stores, is quite im- 
possible. We would like to see a background of etched 
glass, but such an effect is even more impractical than a 
background of mirrors—unless you know the trick of using a 
plain piece of glass, giving it a very thick coat of Bon-Ami, 
and then scratching a design on the surface of the glass with 
a sharpened yet blunt piece of wood. We would like to see 
the actual background painted with huge flowers, but we 
feel that too few displaymen are capable of producing such 
an effect; we also feel a window background would be too 
small for the effective introduction of the large flower motif. 

We will suggest one exception where the huge flower 
motif could be used. If the background can be introduced 


in a corner window, a window having a wide, as well as a 
high expanse of background, the flower motif would be in 
keeping with the display. This would, of course, mean that 
the flower designs would be produced by a very capable back- 
ground artist, with the color subdued and in complete har- 
mony with the surroundings. Where the flower design is in- 
troduced in a small window the design will predominate and 
the merchandise will suffer for lack of attention. 

If the flower design on the front background is used, the 
flower design on the back panel will be eliminated. If 
drapes are used, a soft, sheer material will be employed. 
You appreciate, of course, that if this idea of a display back- 
ground is used for men’s wear, the front background will be 
perfectly plain, and if drapes are introduced in the doorway, 
the drapery material will be draped severely plain and will 
consist of a more mannish fabric. 

Continental display effects can be introduced very effec- 
tively with this background by the introduction of fashion 
designs, cutout copy, price, etc., in the circular doorway. 
The placement of merchandise on the stepped platforms for 
the Continental presentation of merchandise will follow 
straight, geometrical placements, with the introduction of the 
display’s message in the center of the doorway. Such presen- 
tations would make for tremendously effective displays. 
Should the window be too small for the introduction of an 
effective series of platform steps, the steps could be elim- 
inated, with the circular or arched doorway introduced at 
floor level. 
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A SMOKING ROOM — MUSIC HALL 


LIGHTING FIXTURE—MUSIC HALL 
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—The room immediately above repro- 
duces but one of the many smoking 
rooms in Radio City Music Hall. This 
room was designed under the direction 
of Donald Deskey. The walls of the 
room are covered with fireproofed 
parchment. The decorative mural panel 
is by Buk Ulreich— 


—lIllustrated on the left is but another 

of the many lighting fixtures in Radio 

City Music Hall. This fixture appears 
on the auditorium walls— 
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Tue design of this window display background, as inspired 
by the theatre interior reproduced on the opposite page, sug- 
gests a very smart window display for either men’s wear or 
ready-to-wear. This theatre interior represents one of the 
many men’s smoking rooms, and as such it’s design reflects, 
to a certain degree, masculinity. This masculine effect can 
be changed or accentuated by the use of appropriate mate- 
rials, by the color of the display, and by the character of the 
illustration or picture that appears in the center of the back- 
ground. 

As you start analyzing the interior you will notice that 
our background design does not follow the line and form of 
the theatre interior; the effect is approximately the same and 
it harmonized with the original, but the actual contour of the 
interior has been simplified in the background design. By 
simplifying the contour of the background walls we have 
eliminated the construction of two circular walls and two 
circular wall lights, both of which, while very effective and 
beautiful, present building difficulties—and we presume that 
the displayman reproducing this background will be com- 
pelled to produce most of the effects himself. By simplifying 
these effects we feel that the background man will be much 
more likely to reproduce them; besides, if a circular wall and 
circular wall lights are wanted, the background man will 
include them in his conception of the background. 

The moulding decoration that runs from the arched door- 
way to and around the wall lights, ends, in the original theatre 
interior, when it encircles the light; we, however, have ex- 
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tended the moulding to the window glass. We feel that the 
moulding gives a certain finish to the portion of this back- 
ground which would otherwise be severely plain. 

The original theatre interior suggests a tropical scene for 
the center panel. It really doesn’t matter what type illustra- 
tion is used. We have changed the character of the illustra- 
tion in our background design better to indicate that com- 
plete harmony can be secured with another style illustration. 
The important consideration, in the matter of the illustration, 
is, keep it masculine for clothing displays and feminine for 
ready-to-wear displays. An illustration similar to the one 
which we have suggested can become appropriate for either 
clothing or ready-to-wear by the appropriate choice of color; 
heavy colors suggest masculine displays, pastel colors suggest 
feminine displays. 

The center back panel can be used to exceptional ad- 
vantage as a fashion or copy panel. By eliminating the pic- 
ture a panel containing a fashion drawing can be substituted 
or the panel can contain cutout copy or price effects. The 
panel is large enough and prominent enough to do a very 
effective merchandise selling job. 

Many. different types of material can be used in the con- 
sttuction of this window display background. The entire dis- 
play can be produced of some type background composition 
board which can be painted black or covered with back- 
ground material. The window floor can be covered with car- 
pet, linoleum, or felt. Appropriate lighting fixtures must be 
used if the completed display is to be in perfect harmony. 
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THE GRAND FOYER—R.K.O. ROXY 





—The grand foyer of the R.K.O. Roxy, e 
illustrated above, has walls of bubinga 
wood veneered on metal. The cast 
glass surface on the left is illuminated 
LIGHTING FIX TURE—R.K.O. ROXY from behind. The columns on the right 
and the doors leading to the auditorium 
are vermilion. The carpets are brown- 
ish purple in tone. The ceiling is 
painted a b’ue green, from which are 
suspended crystal lighting fixtures. 
Eugene Schoen was the decorator— 
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The lighting fixture on the left appears 

in the R.K.O. Roxy Theatre. This light- 

ing unit is but one of the many indi- 

rect units that appear on the mezzanine 
and staircase walls— 
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We HAVE let our mind run wild in the conception of this 
window display background, and yet we do not believe our 
readers will censor us for the liberties we have taken. In the 
other three window backgrounds we have followed the 
interior decoration scheme rather closely, and while the ef- 
fects used to produce this display actually appear in the 
interior, the door has become our window, which we have 
framed with decorative grill work. Our reason for changing 
this form of the background lies in its simplification for 
window display use, meaning, of course, construction, paint- 
ing, installation, and presentation of merchandise. 

Our elimination of the door and our substitution of a 
window effect was done, primarily, to increase the elasticity 
of the display effects possible. Had a doorway of the type 
actually appearing in the theatre been suggested, heavy con- 
struction work would have been required, while the window 
effect can be constructed of very light materials. Then, too, 
by using a window effect, more light can be introduced into 
the display. Inasmuch as the window effect is finished at the 
bottom with a baseboard, the window can be constructed to 
permit the introduction of plain, fashion panels—panels con- 
taining cutout or painted fashion styles, cutout or painted 
copy, or cutout prices. 

We have made no attempt to follow the contour of the 
theatre interior. The walls in the theatre follow a curve, our 
wall is straight. The theatre interior contains columns at the 
top of the wall, but a similar effect in the window display 
is impossible due to lack of height and width; the height of 




















our background is actually confined to about ten feet. This 
height limitation makes it necessary for us to end our back- 
ground at approximately the same position indicated by the 
bottom of the over-hanging circular ceiling of the theatre 
interior. As a strip of metal is suggested at that point, we 
finish the top of our background with a similar effect. 

In the construction of this display, we suggest, if the set- 
ting is to become a semi-permanent display, the construction 
of the actual form of the display in the window. In other 
words, the construction, with lumber, of the actual frame 
work of the window setting. Then, the covering of the frame 
work with the material to be used in its construction. After 
the background has been built, its decoration with cutout 
grills, the installation of the window, and the painting of the 
entire setting will be completed. Your other alternative is in 
the construction of the background in the display work-room, 
with installation in the window following its completion. 

The decorative grill work will be more effective if cut out, 
but the effect can be painted flat on the background if de- 
sired. The walls of the background can be covered with felt 
or other background materials, or can be painted flat. The 
window floor can be covered with felt or carpet; we recom- 
mend felt. The window effect can contain real glass or trans- 
parent parchment or some other such material can be used. 

For a color scheme we refer you to the description of the 
of the interior. The background can be reproduced in the 
same colors used in the interior, or colors more symbolic of 
spring displays can be employed. 
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CEILING FIXTURE—R.K.O. ROXY 


—This huge ceiling fixture, R.K.O. Roxy 
Theatre, is constructed of metal louvers, the 
largest of which is approximately 25 feet in 
diameter. Spotlights are concealed in the 
ceiling, with which a star effect is obtained— 
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TAOS, PEACOCK OR 
RAINBOW WOOD 

Years of experimentation has resulted in perfecting a 
process whereby trees can be made to acquire practically any 
desired colors, and there is now available in veneer and 
lumber the product of the first dye-processed log shipments 
to reach the United States. The process consists of feeding 
a growing tree chemicals and dyestuffs through the sap flow, 
resulting in the absorption of the coloring matter through the 
trunk of the tree, the branches, and even penetration to the 
leaves. 

The distribution of the chemicals employed is quite the 
same as that which takes place with fluid matter injected into 
the human circulation system. The size, shape, and age of 
the trees have no effect on the color processing, and com- 
plete color penetration requires only a matter of weeks. The 
process, with nature aiding the actual coloring, produces 
varied effects of beauty without any semblance of being a 
man-made product, and quite different from vat immersion or 
pressure treatment wood dyeing. This new product has been 
named Taos (Peacock wood) (Rainbow wood), due to the 
many beautiful multi-colored effects obtainable in this wood. 

Taos is produced in solid single colors, or multiple colors 
in all pastel shades, and its graining, veining and shading are 
those of nature itself. Taos is colored through, and the 
coloring is permanent, once finished. Taos is a hard, firm 
textured wood, and finishes easily and beautifully. 

Taos, with its exquisite blending of colors and superb 
general beauty, lends itself especially well for use in furniture 
and interior decoration in modern style as well as for the 
more conventional wood uses. Taos offers the window decor- 
ator tremendous opportunities to secure novel and beautiful 
decorative display effects. To architects, interior construc- 
tionists, and the manufacturer of all classes of furniture and 
wood novelties, Taos will prove a revelation. 





NEW SILK SCREEN SUPPLY 
FIRM ANNOUNCED 

John S. McMahon has resigned as president and treasurer 
of Kressilk Products, Inc., New York City, and has opened 
his own business, Silk Screen Supplies, Inc., 1 Hanson Place, 
Brooklyn, N. Y. This new firm will handle “Stensilk,” genu- 
ine Swiss stencil silk; “Birtex,” sensitizer solution; “Profilm,” 
for making stencils; Squeegees, and Naz-Dar Colors. 

Mr. McMahon has been associated with various branches 
of the silk stencil supply field for fourteen years. His first 
position of importance in this field was with the Kress Silk 
Company, Brooklyn, N. Y. He remained with that organiza- 
tion as their general manager until 1929. From 1929 until 
1923 he was associated with Kressilk Products, Inc. as an 
officer and part owner. He has traveled extensively through- 
out the United States promoting the introduction and sale of 
all of the newest supply developments for silk screen displays. 


KELVINATOR AND NEON 
DISPLAY SIGNS 

The Kelvinator Corporation, like hundreds of other na- 
tional advertisers, appreciates the true value of neon as a 
means of identifying their dealers. This important fact is 
best proved by reminding our readers of Kelvinator’s recent 
purchase of thousands of neon signs for their dealers. By 
use of neon signs, the Kelvinator Corporation will be as- 
sured a display that will be permanently featured on the 
dealer’s counter, or in his window, and of a sign that will 
secure preferred and dominant placement of his name and 
merchandise. These new Kelvinator signs were manufac- 
tured by the Neon Products, Inc., Lima, Ohio. 
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THE FELTERS CO., INC. | for 


210D SOUTH ST., BOSTON, MASS. 


St. Louis: 1602D Locust St. 


For All 
DISPLAY 


Purposes 
WwW 


Cuts easily 
with clean 
edges— 
pastes or 
glues read- 
ily—avail- 
able in a 
variety of 
beautiful 
colors suit- 
able for 
every sea- 
son and 
[ every 
use—quick 
scutes ter ce Ledger | delivery. 


Bldg. wW 
Chicago: 538D South Wells St. 
g peasant Write today 


for samples 
of colored 
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Detroit: 6-2691D General Motors Bldg. 
San Francisco: 1499D Market St. 





Factories at Millbury, Mass.; Jackson, 
Mich.; Jchnson City and Middleville, N. Y. 








MAKE A START 





FOR 1933 


After the adjustments of the past year or two, there is a very 
definite interest among individuals and businesses to make a 
new start and to build for a future. 

Now is the time for you to fight a battle for work and for 
better pay. This can best be done in your case by starting 
now to make yourself proficient in the work you undertake to do. 


We Solve Your Problem With Our New 
Home Study Courses. 


Because you can pay in small installments worked out to meet 
your financial condition. Write us fully about your ambitions 
and present conditions and we will try to help you be prepared 
for better times when they arrive. 


THE KOESTER SCHOOL 


Teaching Window Display and Card Writing 
367 W. ADAMS ST., CHICAGO 
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The F‘ountain Air Brush 
THE AIR BRUSH OF THE PARTICULAR ARTIST 






The World’s Standard Air Brush for 
Over 40 Years 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


Thayer & Chandler 


910 West Van Buren St. Chicago, Illinois 
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THE HANDWRITING 
ON THE WALL 

Just the other day a certain news item caught the eye of 
a Cincinnati displayman and he said to us, “What’s this I 
hear about a certain store appointing their publicity man 
display director?” We informed this displayman that “not a 
truer word had ever been spoken,” and that the item went on 
to say, “so and so will supervise the display work, which will 
be parcelled out among the display assistants.” DISPLAY 
WORLD doesn’t know whether displaymen recognize “the 
handwriting on the wall,” but we feel that it portends of pos- 
terity’s consideration of tomorrow’s display leaders. 

We do not like to say, “We told you so!” but it was but 
yesterday that we commented upon the style aggressiveness 
of display. We remarked that, “The style-conscious display- 
man would not need to fear the stylist, but heaven help the 
displayman who believed she was nothing but a passing 
fancy.” It isn’t necessary for us to comment upon the sur- 
vival of style in display merchandising, nor is it necessary 
for us to define the type window display merchandised by the 
retail organizations making a profit in 1932. 

IS ANYONE SUFFICIENT 
UNTO HIMSELF? 

The display horizon is not rosy! It is going to take a new 
order of display, a new appreciation of display, to revive dis- 
play’s waning flame. No one likes to acknowledge unpleasant 
facts, but we feel that the position in which display finds 
itself today is as it should be. Display difficulties developed 
when the displayman ceased to be a man merchandising his 
store’s goods and became a man decorating his store’s win- 
dows. As a merchandising man he knew merchandising. 
That knowledge came from constant association with mer- 
chandise, constant association with store buyers, constant as- 
sociation with the store advertising man. As a display art- 
ist, the displayman became an individual sufficient unto him- 
self, and as such, his disintegration began. 
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DIAMONDS IN THE ROUGH 

Today, the displayman of yesterday finds himself in a very 
embarrassing position. The advertising man, or publicity 
man, with his fingers ever on the pulse of the public’s likes 
and dislikes; with his merchandise knowledge obtained 
through intimate contact with the goods itself, is the logical 
successor to merchandise artisticness. Window displays un- 
der his supervision will not be polished stones of display 
perfection; in fact, they will probably be very crude and 
rough examples of window merchandising, but this man 
knows what the public likes; he knows his merchandise, and 
his displays, though crude and unpolished will be, literally, 
“diamonds in the rough.” They will contain many new ideas 
of window merchandising. They will talk merchandise; they 
will show merchandise; they will sell merchandise. 
RISE AND SHINE 

Merchandising welcomes this new order of display; and 
merchants are opening the way for its complete control of 
the window situation. Merchandising has said to the pub- 
licity man, “Rise and Shine,’ and the window publicity man 
is going ahead and telling the world, through his store’s eyes, 
what the store is featuring, what the merchandise is, its color, 
style, quality, and price. Window publicity is telling this 
story in a hundred different ways, with a million ideas in re- 
serve. We won't suggest caution because old forms of dis- 
play have failed, and the publicity way of display is too new 
to criticize. 





IS THIS DISPLAY’S 
SWAN SONG? 

The following telegram was received too late for publica- 
tion in the March issue of DISPLAY WORLD, but as it 
contains very important information concerning the I. A. 
D. M., we publish it here: “This is to advise you that, owing 
to present conditions we feel it advisable to cancel the con- 
vention of the I. A. D. M., June 12-15, 1933, in Pittsburgh. 
(Signed) Charles A. Vosburg, President, I. A. D. M.” 

DISPLAY WORLD regrets the cancellation of the Pitts- 
burgh convention of the I. A. D. M., but appreciates the con- 
ditions demanding this action, and feels that the officers and 
directors have acted wisely. We do not see how a conven- 
tion in 1933, even if held in Chicago, could be successful. 
Display has taken a blow on the chin that has all but 
“knocked it out,” and it will take more than a convention to 
reestablish display. Thinking and wishing won’t help mat- 
ters any; action is needed, but this action must be the action 
of constructive planning and thinking. The job cannot be 
done overnight, nor can it be done by an individual. We 
must work together; we must join hands in this endeavor 
of display’s rehabilitation, if the display of the future is to 
equal in brilliance the display of display’s “heyday.” 

A new generation of displaymen are in the offing. These 
displaymen have a new conception of display, and they chal- 
lenge the records of the productive era of artistic display. It 
is our solemn hope that 1933 will definitely establish this new 
order of display, and that the closing days of 1933 will re- 
sound with artistic display’s “swan song.” 
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THE WINDOW DISPLAY 
ADVERTISING BUS 

It isn’t entirely the national advertiser’s fault that he 
hasn’t been made to see that a reliable installation service is 
essential to window display advertising. Installation services 
have failed to push home the advantages of their services 
to the national advertiser strongly and consecutively. They 
have failed to give the national advertiser driving lessons in 
the window display advertising bus. No wonder the ad- 
vertiser often takes the wrong route, loses his way, is headed 
off by unforseen detours and wrecks the medium in general. 
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Taurus 
Temporizes 


By ANITA ARMSTRONG 
ASTROLOGER 


TAURUS: THE BULL 
APRIL 21 TO MAY 21 


Turse people are forceful, energetic, and sympathetic. 
They are fond of outdoor sports, games, music, and poetry. 
They make excellent consulting lawyers, and are well suited 
to the development of large enterprises. Those born between 
April 30 and May 8 are having a rather depressing time right 
now. There are apt to be delays and disappointments, so 
don’t expect too much of the good aspects. 

THE NEW MOON 

The New Moon brings the best chart we have had in 
many Moons. It really looks as though we had turned one 
of the corners, but don’t expect too much. Saturn is in the 
house of work, and that means that the labor question is 
nowhere near a solution. There is an oncoming square of 
the Sun, Moon and Saturn, so watch for developments. The 
Secretary of Labor has a chart that may help this condition, 
so let’s “give the little girl a hand.” 

STYLE AND COSTUMES 

Costumes will appeal to the artistic; styles will be 
pleasing and much more practical. Suits, ensembles, and 
unusual combinations of color and design in fashions will be 
shown. The waist line is growing more important, and the 
slim silhouette should be the aim and object of the ladies 
during May. There will be a tendency to camouflage, and 
certain figures will not be what they are or what they 
should be. 

No matter what color people like, brown is the staple 
color. Neptune has brought gray to the fore, and Mars 
touches it up with red; Jupiter suggests shades of violet and 
purple. Smart spring clothes will reflect brown touched 
with orange and white. Flowers will be worn as trimming. 
Hats are certain to be interesting, and will be trimmed with 
flowers, metals, and perhaps lace. The unusual will be the 
mode. Uranus and Mercury are both in Aries and are both 
unaspected; no one can tell just how far they will carry the 
flare for novelty. 

SHOES AND STOCKINGS AND GLOVES 

Shoes are still out of luck for both manufacturer and 
dealer. Conditions in the shoe market are very unpleasant; 
the stars promise nothing. . . . Stockings will be low in price. 
. .. Gloves are not very important, although anyone wishing 
to be well dressed will have all accessories match. 

NOW’S THE TIME TO 
FALL IN LOVE 

This New Moon will prove an excellent time for lovers. 
Venus, Mars, The Sun, and The Moon are well aspected and 
make for happy marriages, engagements and love affairs. 
Plenty of second attempts will be made in the marriage mar- 
ket, and weddings will be very fashionable. ... The theatre 
shows a trend toward the religious and occult. Productions 
will be unusual, and will give the world something to think 
about. 

If you can use your head, do so. Mercury is unaspected, 
and now is the time to think; conditions are good. But, 
unless a special effort is made, most of us will use our head 
pieces for nothing but a hat. We can but suggest that you 
make the effort to use the goods the gods have provided. 
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FAIRY FORMS 


Always 

Increase 
Hosiery 

Sales 





LIFE-LIKE 
APPEARANCE 


“How will it look on my leg,” muses the 
shopper as she goes forth in search of hos- 
iery. For this graceful part of the anatomy 
will always remairf one of her greatest 
charms. 


No wonder then that much importance is 
attached to the selection of her hosiery. If 
you would get her patronage you will have 
to display your hosiery as attractively and 
life-lyke as possible, only possible with 
FAIRY-FORMS, the full modeled leg 
forms. 


If you are one of the few displaymen or 
merchants who have not yet used FAIRY 
FORMS, send us trial order and be con- 
vinced that hosiery sales increase when 
given that life-lyke appearance on these 
ideal forms. 


There are models for every type of hose 
—men’s, women’s and children’s. Write for 
full information about prices and models. 





SHOE FORM CO., Inc., Auburn, N. Y. 
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May We Become Your 





Ir IS quite a simple matter to talk about CONTINENTAL 
window displays, but it is quite a different matter to appre- 
ciate the simplicity of Continental displays without the actual 
installation of such displays in your windows. It is a very 
simple matter to design a Continental display on paper and 
to suggest the form its installation will take, but unless a 
displayman is a very clever imitator and can improve upon 
the displays he copies, his Continental displays will not be 
very successful. 

In some instances our Continental display designs suggest 
displays for entire windows, in other instances our designs 
suggest unit displays or ensemble panels. Our contention is 
that it is quite possible, and in most instances practical, to 
adapt most of the full window designs to smaller displays 
as well as enlarge the unitized displays to full windows. The 
ensemble panel designs must remain ensemble panels. There- 
fore, we will confine our consideration of Continental dis- 
plays this month to their adaptation. 


THREE LITTLE MAIDS 
GO FORMAL 


The feature of this display lies in its mechanical possi- 
bilities which, if utilized, should give you a display presenta- 
tion that would literally “block traffic.’ The mechanical fea- 
tures are “swinging fashion panels” and “turning figures.” 
Six garments would be shown with lighting effects and me- 
chanical features so arranged that as the fashion panels 
would swing from one side to the other, the three figures 
dressed in the actual fashions suggested on the panels would 
be illuminated, and the forms on which they are placed, being 
on turnstiles, would revolve. As the fashion panels swing to 
the one side of the window the lights illuminating the fash- 
ions just shown would be extinguished with light flashing on 
to illuminate the three fashions, also on turnstiles, on the 
opposite side of the window. As suggested by the back- 
ground, the fashions on one side of the panels would be 
formal, the fashions on the opposite side could be semi- 
formal, or could suggest evening wraps, etc.... Keep the 
panels in the center of the window if more than three fashions 
are to be shown. If the display is to concentrate upon just 
three fashions, the panels can remain as indicated in the 
drawing. ... The size of the display can be decreased by 
eliminating a panel or panels, or by making the panels 
smaller. 


ACCESSORIES FOR MEN 

The feature of this display lies in the presentation of six 
lines of men’s merchandise; hats and caps, top shelf; shirts 
and ties, middle shelf; shoes and hosiery, bottom shelf. The 
merchandise in the display will be presented in a “soldierly” 
manner—row upon row. Each line of goods will face 
straight front. If angles are introduced, face all the mer- 
chandise on the same angle—it really doesn’t matter whether 
you introduce a right angle or a left angle, the line and form 
of the display is such that either angle could be used.... 
To make this display smaller, the width of the shelves could 
be reduced, or one or two shelves could be eliminated—in 
the elimination of shelves two lines of accessories or four 
lines of accessories will be eliminated unless a very light, 
fashion display is used, with the display confined to but one 
or two lines of accessories. 


Window Display? 


ONE I LOVE 

Ensemble panel for a smart showing of new spring hats. 
The panel suggests the hats, while the actual merchandise 
will appear in the display. The number of hats displayed can 
be increased by the addition of similar panels, or the idea 
of suggesting hat fashions as developed on the panel can be 
introduced in the display. 
TWO OF OUR 
DARK STARS 

A smart, unitized display for blouses or any fashion mer- 
chandise. We suggest black panels on which the “dark star 
styles” will be sketched in chalk. A form immediately in 
front of each panel will display the actual fashion, or the 
figures on the panels can be so designed as to have them 
appear to hold the actual garment. ... The display can be 
increased in size by the addition of panels. The panels can 
remain in a row or can be placed one behind the other, as 
suggested by our sketch. 
IT TAKES A 
DERBY 

Suggesting a smart, fashion panel for a display of men’s 
derbies. Additional copy in the display can suggest “To 


make a man feel like a lion,” or “To make a man a lion of 
style.” The ensemble panel is so smart the display would 
(Continued on page 30) 
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AUTOMATIC SYNCHRONIZER FOR 
SOUND AND ANIMATION 

A new automatic phonograph and synchronizer, called the 
Operadio Talk-A-Lite, is announced by the Operadio Manu- 
facturing Company, St. Charles, Ill. It is used for animating 
dioramas, ex- 
hibition booths, 
models, show 
windows, and 
other displays, 
and automati- 
cally synchro- 
nizes voice and 
sound effects on 
a phonograph 
record with 
changing lights, 
mechanical 
movement, or 
other electri- 





cally-controlled animation. 

The Operadio Talk-A-Lite is furnished in a steel enclos- 
ing cabinet—-26 in. wide, 25 in. deep, and 22 in. high. Suitable 
Operadio amplifiers and speakers ranging from small installa- 
tions to large outdoor sound equipment of any size can be 
furnished for use with the Talk-A-Lite. 


CUT-OUT LETTERS 
THAT STICK 

The display industry has, in the past year, seen the devel- 
opment of all types of cut-out letters for window display and 
interior display work. We have had felt letters, card board 
letters, wallboard letters, wooden letters, and many other 
kinds, but this new development in cut-out letters has given 
display the most practical and useful letter yet devised. 
These new letters are die-cut from polished celluloid. To 
the backs of these letters a new composition gum which does 
not dry out has been placed. This gum allows the letter to 
adhere instantaneously to any surface upon which it may be 
placed. The letters adhere very firmly and will remain in 
one position indefinitely. The gum retains its adhesive qual- 
ities for years. 

Let us cite several uses for these new letters. They may 
be used upon glass, thereby enabling the creation of a trans- 
parent display. They may be placed upon the existing panel- 
ing of a display window, thereby using to advantage all dis- 
play surfaces in a window. They may be used on certain 
classes of merchandise on the actual merchandising itself, 
such as motor cars, refrigerators, washing machines, clothing, 
etc. These new ADHESO letters are exceedingly useful for 
interior store display use. We suggest that you contact the 
Colonial Sales Corp., 480 Lexington Avenue, New York City, 
for additional information concerning ADHESO letters. 








A NEW CELLUPLASTIC 
DISPLAY MATERIAL 

There has recently been perfected an unusual material 
that can be used for window display floorings, panels, back- 
grounds, and other display uses. This product is called 
“Celluplastic.” It comes in a great variety of colors, and 
raised designs. This material can be used in the creation of 
pillars, pedestals, stands, screens, and formed into many at- 
tractive shapes and designs. Considerable variety is secured 
in the multitude of different designs that are created in the 
raised effect. The material, by a specially patented process, 
is covered and attached with cellophane; the effect of the 
finished surface is similar to that of craftex. 

The Celluplastic Mfg. Co. 107 West Twenty-eighth 
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Street, New York City, are the creators and manufacturers 
of this new product. They claim, among its many advan- 
tages, that it is custom made, and that it can be arranged 
to fit any window. It is suitable for most every line of busi- 
ness, durable, fast color, and immune to ordinary weather 
conditions. It is easily cleaned, and it is recommended for 
its ease of handling. Samples will be sent upon request. 





DENVER DISPLAY SERVICE 

The Denver Display Service, but a comparative infant in 
the window display installation industry, has proven itself 
to be an extremely healthy infant. Being but about eighteen 
months old, the Denver Display Service has commanded the 
attention of national advertisers like “American Tobacco, 
Meadow Gold Ice Cream, Prophylactic Brush, Iodent Chem- 
ical, Canada Dry Ginger Ale, Garfield Tea, Rainier Lime 
Rickey and Malt, Bristol-Myers, and many local accounts.” 
The Denver Display Service is giving its clients not only 
good display installations but choice locations. 
“PRESTO,” A NEW LINE 
OF CUT-OUT LETTERS 

Appreciating the reigning vogue for raised letters, Leon- 
ard & Naylor, 234 Fifth Avenue, New York City, are manu- 
facturing a new line of cut-out letters which they have 
called “Presto.” These letters are manufactured in three 
sizes; the letters are die-cut from cardboard; the letters can 
be had in ten different colors. The letters have a quality 
finish, and give the displays in which they appear an air of 
distinction. They can be used to exceptional advantage for 
all types of show cards, price bulletins, advertising displays, 
window displays, signs, interior displays, theatrical poster 
and lobby displays. Samples will be sent upon request. 
KRESSILK PRODUCTS 
IN NEW LOCATION 

Kressilk Products, Inc., better to serve the silk screen 
process field, has moved into new and larger quarters. Their 
new address is 27 East Twenty-second Street, New York 
City. Their lines of process products are complete in every 
respect. Howard R. Manion continues to direct the manage- 
ment of the firm. He states that the firm is fully confident 
of the present and future growth of the silk screen display 
field, and that they will continue to be constantly alert for 
new features and developments that can be applied to this art. 
BETTS REVOLVING 
SALESMAN 

One of the newest display productions of Outdoor Light- 
ing Controls, Inc., Jersey City, N. J., is Betts Revolving 
Salesman. The “salesman” consists of an electrically oper- 
ated turntable which receives its rotation from a specially 
designed A. C. motor driving through a chain of gears com- 
pletely sealed in oil. The “salesman” is designed to give 
years of service without wear or trouble. Illustrated bulle- 
tins are now ready for distribution to the display profession; 
just write the manufacturer. Prices are scaled low to meet 
present-day conditions. 





SWARTZ JOINS SALES FORCE 
OF GEORGE GORDON, INC. 

George Gordon, Inc., creators and designers of advertis- 
ing displays, announce the addition to their sales force of 
Barton E. Swartz, who will work under the direction of 
Frank LeHardy, sales manager. Mr. Schwartz has been asso- 
ciated with Ivel Displays, Inc., for the past five years, prior to 
which time he was with the Federal Advertising Agency and 
the D. Emil Klein Cigar Company. 
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THE TURNING 
POINT 

In speaking of “The Turning Point,” we are speaking of 
a mechanical device that “turns merchandise over by turning 
it around.” It is a well-known fact that a moving object 
will attract the eye much quicker than a stationary object, 








>> AND NOW 


Cardboard is rapidly finding its place among the lead- 


but until “the turning point” was perfected, the value of ani- ing medias for Beverage DISPLAYS and NOVELTY 
mation in displays has been compelled to remain undeveloped. DEVICES of all descriptions . . . 
With “the turning point” it is possible and practical to have New and MANIFOLD uses for “Nat-Mat” CARD- 
not only one object in a display in motion, but the entire BOARDS are fulfilling the requirements. Ask for 
merchandise display. your FREE samples. 

The wise merchant and displayman who understands and Local dealers in all principal cities. 
appreciates “the turning point” will take advantage of it, as F 
the manufacturer has made “the turning point” available at a National Card, Mat & Board Co. 
price never before thought possible by taking advantage of a MFRS. 
patented motive power principle which was developed for 4318-36 CARROLL AVE. CHICAGO, ILL. 


revolving traffic warning signals and also for revolving bea- 
cons to light courses for the night air mail fliers. This power 
had to be reliable when used for such purposes, and naturally 
it is equally reliable when adapted to merchandise display 

which was a later and logical development of one of the many FELT for DISPLAY 
uses to which its motif power principle can be applied. The 
manufacturer, The Adipin Company, 326 West Forty-first Ma ny Prac ¢ j ca | id eas t ree i 


Street, New York City, will be very happy to send illustrated 
literature and prices to any merchant, displayman or adver- 








“THE USE OF FELT IN THE SHOW WINDOW” 
is a most helpful guide for displaymen who are 





tiser interested in “the turning point.” interested in using FELT to create at economical 
cost window displays that are unusual in attracting 
attention. 
This booklet is free to displaymen. Write for your 
WINDOW DISPLAY copy TODAY. 
ADVERTISING 
Have you received your copy of “Window Display Adver- W E S T ER N F b LT W O R K S 
tising?” This new booklet illustrates and describes the na- siectian Established 1899 
A 5 ° 4 ain ce and Mill: 4131 Ogden Avenue, Chicago, Illinois 
tional window display productions but recently produced Eastern Office and Warehouse: 42-44 East 20th St.. New York 
by The Munro & Harford Company, 460 West Thirty-fourth Stocks carried at: 713 South Los Angeles St., Los Angeles, Cal.; 


; 1239 , te, ico, Cal.; 11 ., Seattle, ; 
Street, New York City. Howard St., San Francsico, Cal.; 1110 Post St., Seattle, Wash 


In the foreword to their new book, the manufacturer says: 
“Our purpose, through brevity of copy and limited representa- 


tive pieces, is to acquaint the busy executive with our forte. U N U Ss U AL DI Ss PLAY 


Attention-Getting Display Secured With 




















Many executives have been compensated for the perusal of “ADHESO” LETTERS 
. sys . . ' The only raised letter that will instantly adhere to any surface. 
our previous editions, through finding the germ of an idea | May be reused as often as desired. Made in complete range of 


which they cultivated for their own particular advertising.” | sizes and colors. Write for illustrations and full particulars. 
: : : : COLONIAL SALES CORP. 

bea booklet contains aves thirty-six reproductions of ac- ‘op Riasleaten dee. New York, N. ¥. 
tual displays or display pieces created for “Point-of-Sale” Sore SEES a ———— 
advertising displays. All types of display productions are 
included: Window displays, window pieces, window cards, Ss T U D . 2 8 
counter displays, pyramided displays, display merchandisers. —_. 
The Munro & Hartford Company’s suggestions and recom- lege Only Manufacturers of 
mendations are based upon their experience in supplying ALL ARTICULATED 

NNEQUINS, INC. 
national advertisers with “Point-of-Sale” material for a stalin Q MANNEQUIN 
t f t Th j h j 1 i t ; l d 102 W. 37TH STREET, NEW YORK Patent Applied For 

quarter of a century. eir mechanical equipment includes celia ee ee STANDS—SITS—LEANS 
a complete color printing department as well as lithographic. , 
They will be very happy to send any advertiser a copy of 
“Window Display Advertising.” 















































NOW IT’S CELLOPHANE METALLIC 
PLATE FABRIC 

The display industry has long wanted a display material or 
fabric that is as durable as fabric yet as easy to work with 
and as inexpensive as paper. Such a material has been pro- 
duced. It is a product of cellophane, and is called Cellophane 
Metallic Plate Fabric. The cellophane is mounted on a gauze 
which gives the product body; by treating the cellophane 














with certain chemicals, a lustrous, solid surface results. READY TO USE 
Mounted, as the material is, the displayman can secure prac- nd R E s&s re) LEreERS ona NUMBERS 
tically any decorative effect that he can secure with fabric, 10 COLORS—Three Sizes, 1% A 2u% * 3" 
and many novel effects that can be achieved only with paper. For All Display and Sign Purposes 

i ; i istri Sold Through Dealers—Write for Samples 
This new material is distributed by the Mutual Sales Co., LEONARD and NAYLOR, 24 Fifth Ave., New York City 
Cleveland, Ohio. Write for samples and prices. 
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~DOINT-OF-SALE” 
CALLER 











a. 








—The Ketterlinus Lithographic Manufac- 
turing Co., Philadelphia, Pa., designed and 
produced this series of smart display cards 
for the Munsingwear Company. The cards 
are 18”x30” in size. About 80 per cent of 
the cards were finished with easel backs, 
the remainder were placed in frames. The 
displays were in ten colors— 





—This Barrington Hand-Cream display 
dramatically illustrates the beauty of 
graceful, well-kept hands. The cut-out 
hand poses are startlingly life-like and 
register their message with women at first 
glance. The cut-out pyramids are perfect 
counter displays, telling a complete story 
by themselves. Display designed and pro- ~ VAPURSE 


duced by the Einson-Freeman Co., Inc., DRY NY i b 
wa aD Gas A i, 


Long Island City, N. Y.— 
RELIEVES HEAD COLDS — 


(Sarringlon 


HAND CREAM 


alto- a4 MENTHOL PENCIL | 
fot HEADACHES xo 


~~ 


ington 


HAND CREAM 








—The Vapurse Dry Inhalant is packaged 
in handsome Bakelite Moulded containers 
which add much to convenience in doctor- 
ing colds. These containers are produced 
in a range of colors matching the hues of 
the rainbow. The moulded containers were 
produced, of course, by the Bakelite Cor- 
poration, New York City. Bakelite can be 
used in many excellent ways for display 
productions-— 


-most economical 
cause 


most effective / 


—Head by Bradshaw Crandell—Tooth 
Paste by Lambert. These two features, to- 
gether with a three-word slogan, complete 
the center piece. The size of the display 
is approximately 27”x41”. The display is 
lithographed in nine colors. The side 
cards are of two-plane construction. Dis- 
play designed and produced by the Palmer 
Advertising Service, Inc., New York City— 





Lissricteint |S 











- the yg 


dentifrice 

















April, 1933 DISPLAY WORLD 27 


HD 









—The extremely smart Remington 
window display, reproduced below, 
represents modern treatment of a plat- 
form construction display unit. The 
size of the back piece is 19’x29”. The 
display is processed in six colors. De- 
signed and produced by the Kalasign 
Company, Kalamazoo, Mich.— 


—The manufacturers of “Sergeant’s Dog Medi- 
cines” wanted a display that could be used either 
against a wall or on a counter. This display, in 
the form of a “dog house,” resulted. The back 
is open, while the front contains a door. The 
dealer can sell merchandise from either side. 
The display is made of wood with lithographed 
design. Designed and produced by General 
Display Case Co., Inc., New York City— 


PHOOVE 





HOOVER 
PAYMENTS 


{ 





FOR BEAUTIFUL MAKE We 
AND LOVELY COMPLEXION 


come oh Bow 160 THE 








—The Hoover display reproduced above is but 
another W. L. Stensgaard & Associates, Chicago, 
Ill., itinerant display production. The colorings 
of this display are rich tans with a touch of 
magenta, gold and blue. The display is a com- 
bination of felt with veneer and metal finishes. 
It is eight feet high and can be adjusted to any 
window from 10 to 20 feet in length— 











N —This extremely interesting “Princess Pat” dis- 
: \ play is 2414”x46%4” in size. The entire back- 
SUPERIOR id ground is made of silver foil which presents a 


a beaut a wonderful frame for the beautiful offset repro- 

















duction of F,. Earl Christy’s pastel. The display 
is folded in such a way as to provide four shelves 
_ for displaying Princess Pat merchandise. The 
easel contains a light which illuminates just the 
merchandise on display. Display designed and 
3 ; meses i produced by Edwards & Deutsch Lithographing 
Company, Chicago, Ill.— 






































28 . DISPLAY WORLD 


Display Club 
Activities 


I. A. D. M. PHOTO CONTEST 


I. A. D. M. members contemplating participation in the 1933 
I, A. D. M. Window Display Photo Contest are requested to 
direct entries to the I. A. D. M. Secretary, J. W. Foley, 223 
West Jackson Boulevard, Chicago, Ill, and not to William 
Penn Hotel, Pittsburgh, as previously advised. 





_—- — 


CHICAGO DISPLAY CLUB 
Reported by 
A. J. HOLTERMAN 


Tue April meeting of the Chicago Display Men’s Club 
was held Monday night, April 3, at the Hotel Sherman. The 
meeting was conducted by J. Duncan Williams. Attendance 
at the meeting totaled fifty-five. One of the main points of 
business was a discussion on the annual election of officers— 
the election to be held at the May meeting, Monday, May 1. 
The discussion resulted in a decision to appoint a nominating 
committee. The nominating committee appointed consisted 
of the following display executives: C. V. Haecker, Mont- 
gomery Ward; J. W. Campbell, Carson Pirie Scott; H. 
Oehler, Wieboldt’s; L. J. Dwiggins, Neighborhood Stores 
Display Service; Sol Fisher, Fisher Display Service, and J. 
Duncan Williams. 

This committee met Thursday noon, April 6. They nomi- 
nated two candidates for each of the three elective club 
offices, namely, president, vice-president and secretary-treas- 
urer. The names of the nominees are to be announced to 
all club members by letter, well in advance of the May meet- 
ing. Additional nominations will be invited from the floor 
when the meeting opens, following which the election will 
take place. The Chicago Club is thus assured a competitive 
election, the outcome of which is certain to install officers of 
a caliber and ability of leadership commensurate with the 
club’s present standing as the largest and one of the most 
active in the country today. A large turnout is expected at 
the May meeting, and it is whispered that there may be beer 
on tap, provided by club funds. It is also whispered, but 
don’t quote us on this, that the following display executives 
will be the “slate” on nominations by the committee: J. W. 
Campbell, president, Carson’s; Harve Ferrell, vice-president, 
Neighborhood Stores Display Service; A. J. Holterman, sec- 
retary-treasurer, Montgomery Ward & Co. 


ANENT THE RESOLUTION 

Following the report that plans for an I, A. D. M. con- 
vention in Pittsburgh had definitely been dropped, the Chi- 
cago Club resolved unanimously to instruct the I. A. D. M. 
secretary to obtain from the I. A. D. M. executives their 
viewpoints and committments toward holding a convention in 
Chicago while the Century of Progress Exposition is in full 
swing, probably late July or early August. The I. A. D. M. 
secretary’s report, if received in time, will be discussed at 
the May meeting. 


VOTE TO CONTINUE OFFICE OF 
EXECUTIVE DIRECTOR 

In the pre-election discussion the question arose as to the 
difference in duties of the elective officers and the appointive 
office of executive director. After the reasons for creating 
the office of executive director, the activities of the office and 
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its accomplishments had been outlined, all members present 
agreed that the office should be continued for as long as 
seemed desirable. J. Duncan Williams, executive director, 
was extended a vote of appreciation for his excellent han- 
dling of the office, particularly in connection with his cour- 
ageous activities in meeting the emergency with which the 
displaymen of Chicago have been, and still are, faced. 


ENTERTAINMENT NOT OVERLOOKED 

Leave it to “J. D.” to see to the entertainment. The April 
meeting of the Chicago Display Club was of necessity a long 
one, but it was pleasantly interspersed with short recesses 
during which Oscar Kloer of the Spamer Music Corporation 
entertained with humorous stories and music. 


SHREVEPORT DISPLAY MEN’S CLUB 


Reported by 
T. WILLARD JONES 








E TED JOYCE, display director, M. Levy Company, 
Shreveport, was awarded the Shreveport Display Men’s Club 
cup for his February window displays. This cup, as DISPLAY 
WORLD readers know, is awarded, each month, to the 
Shreveport displayman whose window displays are judged 
the most effective for the month. T. Willard Jones was 
awarded February possession of the cup for his January 
window displays at Phelps Shoe Co. Mr. Joyce will keep the 
cup during March for his February displays. The Shreveport 
displayman capturing the cup most frequently during 1933 
will be awarded permanent possession of the cup at the end 
of the year. 

Shreveport Club members have been very busy during the 
past few weeks rounding up new members. Several new 
members have joined the Club and will be taken into the 
Club at our April meeting. 

The Retail Merchants’ division of the local Chamber of 
Commerce are holding a “Treasure Hunt” in Shreveport 
show windows. Every merchant in Shreveport is taking part, 
and the event is expected to prove very successful. Local 
newspapers are running “teaser” ads in their papers a week 
in advance of the event, and several displaymen are installing 
special “teaser” displays. It goes without saying the mem- 
bers of the club will play a very important role in the success 
of this event. Some interesting displays are expected. 

With Louisiana the first state in the Union to legalize beer, 
and the beer situation still in doubt, at this writing, in both 
Texas and Arkansas, many week-end excursions into Shreve- 
port will be made from these two states. Week-end rates 
will be in effect on all the railroads, and the Shreveport Dis- 
play Men’s Club plans to hold a two-day meeting, sometime 
during July or August, for Tri-State—Texas, Louisiana, Ar- 
kansas—displaymen. It is expected that many displaymen 
will take advantage of these excursions into Shreveport, and 
such a meeting should prove very successful. Definite an- 
nouncements will be made latter. 





SOUTHERN DISPLAYMEN’S ASSOCIATION 
Reported by 
T. WILLARD JONES 


Tue Southern Display Men’s Association will hold a con- 
vention in 1933. It is impossible at this time to give our 
many members any definite information, due to the fact that 
we do not know whether the I. A. D. M. plans on holding 
a convention in Chicago or not. If the I. A. D. M. does hold 
a convention in Chicago in June, the Southern Display Men’s 
Association will hold their convention with the I. A. D. M. 
Otherwise the Southern Display Men’s Association will hold 
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their own convention sometime during July or August in one 
of the southern cities. 

Rules and classes for the photo contest have been an- 
nounced, and this contest will be held regardless of whether 
a convention is held or not. Displaymen will appreciate how 
impossible it is for us to announce at this time the dates of 
the contest, or the address to which the photo entries will be 
sent. This information will be announced just as soon as 
possible. In the meantime, send in your dues for 1933—your 
1933 dues must be paid before you can enter window pictures 
qa the photo contest. The February issue of DISPLAY! 
WORLD contains complete rules and classes of the S. D. 
M. A. photo contest. 


The Southern Display Men’s Association greatly appre- 
ciates the application for membership in the S. D. M. A. as 
received, but recently, from several displaymen in the North 
and in the East. We hope that our association’s membership 
will contain many displaymen from the North, East and 
West .... Let us again urge every displayman in the South 
that is not a member of the S. D. M. A. to join. Dues are 
only $1.00. Help us carry on. 


DES MOINES DISPLAY CLUB FORMED 
Reported by 
PHILIP W. DOYLE 





On Friday, March 3, a group of about twenty, Des Moines, 
displaymen held a dinner at the Hotel Kirkwood for the 
purpose of organizing a local display club. The purpose of 
the club is to exchange ideas, and to improve window display 
merchandising. We soon hope to double the membership 
of the club, at which time we pian to participate, very ac- 
tively in planning civic programs in cooperation with the 
Chamber of Commerce. 

The following officers were elected for the current year: 
M. S. Berck, president, display director, Frankel Clothing 
Co.; Philip W. Doyle, secretary, display director, Norman 
Cassiday, Inc.; Foster Kesl, treasurer, Kesl Display Service. 


THE APRIL MEETING 

The April meeting of the Des Moines Display Men’s Club, 
which was held at the Hotel Savery, April 4, is reported 
here also. 

The meeting was opened by the president, M. S. Berck. 
The speaker for the evening was G. E. Hamilton, head of 
the conventions’ department, Des Moines Chamber of Com- 
merce. ... Several new members were present at the April 
meeting. ... Four committees were appointed: Publicity, 
Membership, Civic, and Program. 


- —_—>_ eo ———____ 


WINDOW DISPLAYS 
AID SELLING 


George Lytton, president of The Hub, Henry C. Lytton & 
Son, Chicago, in addressing the Chicago Display Men’s Club, 
said, “Window displays are of great importance in the selling 
of merchandise, and all successful stores give their displays 
very close attention.” Mr. Lytton continued his address 
with, “Hundreds of small stores starting in business can 
afford to use only their windows to bring customers into their 
stores, and it is only after many of these stores become 
successful that newspaper advertising and other promotional 
ideas are used.” In speaking of the value of the display- 
man, Mr. Lytton said, “The display man can become an im- 
portant factor in a store, and not merely a window display- 
man, The displayman who studies store problems has a 
splendid opportunity to advance.” 


+ 
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The New Decorative Material 
for Every Display Requirement 


In window, showcase or wall case—in 
fans, columns, pedestals or panels— 
Corobuff, The Brand New Decorative 
Corrugated Paper, best provides that 
eye-arresting punch that is the aim of 
every displayman. 


Corobuff is available plain, or scored 
(under patent No. 1839871) ready for 
folding into a multitude of forms. Be- 
sides gold, silver, and a blazing Rainbow 
pattern, Corobuff is offered in thirty- 
one beautiful colors. Packed in standard 
rolls, 30 inches wide and 40 feet long, in 
individual cartons. (Silver and Gold, 
25 inches wide and 20 feet long.) 
Corobuff is used by R. H. Macy & Co., 
Gimbel Bros., Marshall-Field, Bamber- 
ger’s, Truly-Warner, W. T. Grant 
Stores, and thousands of others. 

The coupon will bring you complete in- 
formation on Corobuff promptly. Fill 
it out now! 


Window Advertising, Inc. 


EXCLUSIVE DISTRIBUTORS 


300 Fourth Avenue, New York City 


For Sale by Associates and Dealers in a hundred cities. 














WINDOW ADVERTISING, INC. 
300 Fourth Ave., New York 
Please send complete information on Corobuff. 
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Talking Personalities 


In THEIR search for novel and effective window display 
material, manufacturers and dealers have resorted to every 
known device and Lave spent huge fortunes in an attempt to 
attract the passer-by and lure him within the portals of their 
retail sanctuaries. New and original 
ideas are scarce, but here is a develop- 
ment which bids fair to find its way 
into the windows of every important 
retail store in America. 

Talking Personalities are, as the 
name implies, window displays that 
actually talk . .. that carry your sales 
message to the consumer in exactly 
the way you want him to hear it, and 
with just the right emphasis to do a 
real selling job. Special figures can 
be created to represent your trade character or your favorite 
radio star, or reproductions can be made of any outstanding 
personality whom you might want to employ as part of your 
advertising theme. They can be men or women, boys or girls, 
and they can be small, medium or life-size, and can be pro- 
duced to perform by special animation in any manner you 
choose. 

Talking Personalities find their voice through electrical 
transcription, the same methods employed in recording for 
radio broadcasting. A manufacturer can record a sales mes- 
sage which he has carefully prepared in advance, embodying 
all the forceful arguments that apply to his product, with the 
assurance that they will reach the ears of the consumer in 
exactly the manner which the manufacturer intended. 
Mechanical figures have long been employed as window dis- 
play novelties, but it remained for Talking Personalities to 
“make the dummy talk,” to make them human, and to give 
them entertainment value as well as marked selling ability. 

Being easily portable, Talking Personalities can be shifted 
to various key locations throughout the country, serving the 
manufacturer effectively at those points where he is most 
desirous of stimulating sales and increasing good will. They 
are not confined to use as window displays only, but repre- 
sent a highly flexible medium that can be utilized in theatre 
lobbies to exploit pictures and stage attractions; in hotel 
lobbies to publicize local entertainment; in the toy depart- 
ments of department stores, and as ballyhoo artists for 
amusement park concessions. 

A national organization of sound engineers will be main- 
tained to service Talking Personalities, regardless of loca- 
tion, which will inspect equipment regularly to assure smooth 
running and perfect operation. Talking Personalities will be 
available on a lease basis which will include the creation of 
special figures, initial recording, and servicing of equipment 
throughout the term of the lease. 





WATERFROOF 
CLOTH 

A new flexible waterproof cloth, called Revolite, makes 
its debut. It is the result of extensive research in the lab- 
oratories of The Revolite Corporation of New Brunswick, 
N. J., subsidiary of Johnson & Johnson Company, famous 
manufacturer of surgical supplies, and Bakelite Corporation, 
leader in the plastic industry. 

About a year ago, the Johnson & Johnson Company intro- 
duced the Drybak Band Aid, a waterproof surgical dressing. 
It met with instant favor, and sales have been increasing 
steadily. Following the success of the Band Aid, the same 
process, with some slight variations, was adopted by the 





April, 1933 


Revolite Corporation for the manufacture of a flexible water- 
proof fabric. The cloth is treated with a special flexible 
Bakelite material, which makes it resistant to water, oil, and 
most cleaning compounds. Revolite is now available in a 
variety of metallic finishes, patent leather, and printed effects. 

The material drapes beautifully, and may be had in dif- 
ferent weights of cloth. Revolite does not deteriorate with 
age and if wrinkled in use can be easily ironed. Because 
of its flexibility and the waterproof characteristics of the 
cloth, it has an endless variety of uses—shower curtains that 
will not stiffen with age, or collect mold, and which will 
withstand soapy water; brightly colored raincoats, and golf 
jackets that can be rolled up and tucked away in a valise. 

There are dozens of places in the home where this new 
cloth can be used to advantage; for example, curtains, val- 
ances, wall coverings, bridge table covers, shelf covers, dec- 
orative screens, doilies and table runners are just a few that 
come to mind, and while mentioning curtains, think of the 
striking effects that are possible in stage settings for the 
theatre and motion picture studios. The material also makes 
an effective lining for boxes, especially for silverware and 
gift items. Revolite is sold at a nominal price, which makes 
it practical for an endless variety of uses, where its flexible, 
waterproof characteristics are required, or where brilliant 
metallic and printed effects are desired. 


YOUR WINDOW DISPLAY 

(Continued from page 23) 

want to follow Continental lines—rows of smart, modern 
heads with each head displaying a derby. 

FIXTURE SET-UPS 

We will say but a few words concerning the fixture set- 
ups, as both set-ups have been more or less discussed in our 
description of the displays they represent. The top set-up 
indicates the fashion display. The three heavy circles on the 
right indicate the position of the turnstiles; the three circles 
on the left indicate the position of additional turnstiles. The 
heavy panels on the left indicate the relation of the swinging 
panels to the actual fashions that they display. The light 
panels indicate the positions the panels will occupy if motion 
is introduced into the display and the panels swing from side 
to side. The dotted line that runs through the center of the 
display indicates the front swing of the panels. 

The bottom set-up suggests the position of the merchan- 
dise set-up and background set-up for the display of men’s 
accessories. You will notice the placement of merchandise 
follows a straight angle; we do not feel that it is necessary 
to indicate the position of the fixtures if a right or left angle 
is to be used. 

SETTING FOR 
SPRING 

For a spring fashion setting we suggest a very smart yet 
simple display. The only decoration, other than the stepped 
platforms and severely plain doorway (and can we call these 
effects decoration?) is the modern flower design and relief. 
This feature of the background will be reproduced in heavy 
relief, with the center of the flowers the first relief. Each 
relief would be one inch or more in thickness. There would 
be about eight reliefs from the flower centers to the shadow 
effect. 

We have purposely placed the heavy black panel on the 
right, better to balance the flower decoration on the left. 
Also, by the introduction of the black panel on the right—and 
it doesn’t necessarily need to be black—light, fashion merchan- 
dise can be displayed effectively on the right of the window 
in front of this dark panel, with dark fashion merchandise 
being displayed on the left of the window in front of the 
light panel, 
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e Opportunity Exchange e 


FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 55¢ pr., $3.25 half doz., $5.25 
doz., postpaid... An elastic tape band is 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 








FREE EMPLOYMENT SERVICE 


POSITION WANTED ads in the Opportunity Exchange will be inserted 
FREE for unemployed displaymen and cardwriters beginning with the April 
issue. In order to secure the benefit of this FREE ad service you must be 








POSITION WANTED 


Displayman with 13 years’ large, high- 
class department store experience, open 
for new connections with large, high- class 
department store. National reputation; 32 
years old; married; finest references; open 
for personal interview. PAUL HAMLIN, 
Care of DISPLAY WORLD. 


unemployed at the time your ad is sent in. Please write copy very plain, 


stating that you are unemployed, the name of the last employer and the amount 
y 


of salary last obtained. 


FORMS FOR MAY ISSUE CLOSE MAY 9 








POSITION WANTED 
By displayman_ and cardwriter with about 
25 years experience with large department 
stores of the country. Age 48; married. 
Prefers connection in southwest. Best of 
references. 

WwW. G. CUMMINGS 
Care DISPLAY WORLD 


WINDOW TRIMMER 
Young man desires position in Ohio store 
specializing in feminine apparel. Can fur- 
nish excellent references. All offers con- 
sidered. Address 

RUSSELL C. SHULL 

Care DISPLAY WORLD 








POSITION WANTED 
Displayman desires position with an ex- 
clusive specialty shop or department store 
having opening for high-class man. Age 
28; married. Best of reference. 


Address “S. B. D.” 
Care DISPLAY WORLD 


Position Wanted—Combination display and 
advertising man with 20 years’ large, pro- 
gressive department store experience; av- 
erage weekly earnings over 4 years, $125. 
Now unemployed; 10 years last position, 
The Palace, Monroe, La., as_ promotional 
manager at $80 week; nz tional reputation; 
excellent references; prefer South. WILL 
F. FLETT, care DISPLAY WORLD. 


DISPLAY MANAGER-SALES 
PROMOTER 


Now open for position. Has over 10 years’ 
experience in large and fine department 
stores. Employed for the following pe- 
riods at various stores: First, 4 years; 
second, 4%4 years; third, 2 years. Proven 
ability. Fine references. Willing to work 
at a moderate salary. Married; age 27 
years. Will go anywhere. Can give ‘you 
fine, clean and selling windows in latest 
modern style and save you money. If 
interested, get in touch with me at once. 
Make me an offer. Photos on request. 


Address “C. P.” 
Care DISPLAY WORLD 








POSITION WANTED 


Displayman and card writer, now employed 
in high-class department store, wants to 
make change. With present firm 13 years; 
national reputation; 32 years old; married; 
A-1 references. 


Address “W. H. M.” 
Care DISPLAY WORLD 


POSITION WANTED 
Combination window trimmer and card 
writer, with 8 years’ experience in men’s 
wear, specialty shop and department store. 
Age 27; married; finest references. Will 
go anywhere east of the Mississippi for 
$25 per week. Address 

JOHN VESTER 

Care DISPLAY WORLD 


POSITION WANTED 
Window trimmer; 10 years’ experience; 
specializing in auto accessories, hardware, 
house furnishings. Part time or steady 
work. Original ideas. Can promote sales. 
Good advertiser and salesman. Will lo- 
cate any part of country. Address 

M. J. POMERANCE 
356 Rahway Ave. Elizabeth, N. J. 








POSITION WANTED 


Displayman with 9 ‘years’ specialty shop 
experience and 6 years’ popular priced de- 
partment store experience. Also. write 
cards. Age 40; married. Prefer Central 
States. Last position — $40 per week. 
Address “C. BE.” 
Care DISPLAY WORL D 





POSITION WANTED 


Department store displayman, card writer, 
and advertising man with 18 years’ expe- 
rience; 9 years last position; ‘desires per- 
manent position, preferably in Northwest. 
Age 39; married; references. Address 
H. B. KELLY 
Care DISPLAY WORLD 


POSITION WANTED 
Show card writer; 10 years’ experience 
writing effective display cards with real 
sales appeal.”” Age 36; unmarried. Ref- 
erence: Chas. McAleer, McAleer Displays, 
187 N. LaSalle St., Chicago. Will locate 
ple Pre prefer Middle West. Address 
ROBERT J. CALLAHAN 
48 Costello St. Dayton, Ohio 














POSITION WANTED—Displayman wishes 
connection with financially sound organi- 
zation, offering a steady position. Appli- 
cant possesses ability to execute handsome 
trade-pulling windows, attention-compel- 
ling sales displays, neat quick show cards. 
Salary adjusted to present conditions; 109 
per cent reference. Address R. H. WADE, 
Care DISPLAY WORLD. 


POSITION WANTED 
By display builder and all- around silk 
screen process man; 8 years’ experience. 
Capable of installing and _ supervising 
plant. Salary reasonable. Address 
ROY DREISPUL 
Care DISPLAY WORLD 


POSITION WANTED 
Displayman, cardwriter and advertising 
man. Steady and capable worker. Refer- 
ences furnished. Prefer metropolitan dis- 
trict. Age 26; married. Address 

RICHARD GIANNINI 
48 Brookwood St. East Orange, N. J. 











POSITION WANTED 
Displayman with 12 ‘years’ experience; 
background expert; scenic painting; card- 
writing; create and build mechanical dis- 
plays; knowledge of inks national 
reputation; finest references; photos on 
request. Address 

B. C. PHENIX 

Care DISPLAY WORLD 








POSITION WANTED 
High-class displayman with national repu- 
tation as an exponent of Continental dis- 
plays desires permanent connection. Age 
29; married; willing to go to any State. 
Can furnish A-1l references. 

Address “R. W. P.” 

Care DISPLAY WORLD 








POSITION WANTED 


Nationally known displayman and card- 
writer desires position in south or east. 
At present with large southern store. 15 
years’ experience. Best references. 
Addrss “W” 
Care DISPLAY WORLD 














USE THE OPPORTUNITY EXCHANGE 
As Your Want Ad Medium. Costs Only $1.50 Per Inch. 
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WHAT PRICE CONTINENTAL? 


(Continued from page 4) 


products and materials with which the industrious display- 
man can produce smart display effects at very little cost. 
I was but recenily in great need of several forms for ready- 
to-wear displays, and not being able to purchase forms, I 
cut silhouette figures from Douglas Fir Plywood, using neck- 
less millinery forms for heads; I gave the forms several 
coats of white shellac, mounted them on old iron bases and 
effected a saving of over twenty dollars for the store. With 
this twenty dollars I was able to buy certain display equip- 
ment that I needed very badly. True, the forms weren’t the 
most effective on the market, but they served their purpose 
exceedingly well. 

I am going to repeat that neatness in window displays is, 
in my estimation, of tremendous importance. When I first 
started merchandising windows for the Zion Department 
Store, which many of my readers will know is in a city of 
but 5,000 people, my displays commanded attention for their 
neatness. With Continental displays I would say window 
displays not only need to be neat but demand neatness. It is 
surprising the number of fine stores along the north shore of 
Lake Michigan, from Chicago to Milwaukee, in whose win- 
dows I have noticed dusty fixtures, pins on the floor, dirty 
forms on which garments hang noticeably out of line. Things 
of this nature can’t ke blamed on a reduced budget, but 
rather upon reduced interest. When a displayman gets to 
the stage of reduced interest, things start to happen. 


— 


WASN'T THE DEPRESSION GREAT? 


(Continued from page 7) 





himself and likewise the cause he serves. Such was the case 
with this display department. Brought to the front in so 
many conflicts where his cause was proved just, recognition 
of the department’s capabilities and possibilities followed. 

Gradually, the purpose of these newcomers became gen- 
erally apparent. Retrospection showed that particular mer- 
chandise was being displayed in perfectly fair proportions 
and in a manner better than ever before. Realization of this 
quickly brought a change of attitude toward the display de- 
partment and an increasing interest was shown in the work 
of the department; work which not only included displays 
but which touched on every phase of art from showcards to 
etchings, wood carvings and life-size portraits. 

Visitors strolled with studied interest into the studios— 
were amazed at the amount, quality, and variety of work 
being done, and went away satisfied that good advantage was 
being obtained from such work. Almost invariably at one 
time or another, an idea would pop into their heads—a re- 
quest would find its way to the desk of the display director 
and promptly the request would be filled. 

And so, through these past three or four years, the worst 
the modern financial and business world has ever known, and 
in the face of all kinds of opposition, this department of 
Exhibits and Displays has progressed. It has been nurtured 
from nothing but a name to one of the most efficient units of 
a great organization. Its total personnel consists of but nine 
men, but these nine are a perfectly coordinated working unit. 
They have proved themselves, not to their own satisfaction 
perhaps, but to the satisfaction of those whose demands and 
requests they fill, to be perfectly capable of handling any 
problem brought under their jurisdiction. Their success has 
not been confined to their own company. They have entered, 
as was their privilege, the nationwide and international com- 
petitions where they have acquitted themselves with ex- 
tremely high honors. 

In bringing this article to a close, may I repeat and say 
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“Wasn’t the Depression Great?” Nothing in the world could 
have brought home the necessity of exerting oneself as it did. 
There was absolutely no chance of slipping into an easy path. 
It was sink or swim. And swim they did. They are proud 
of the job they have done. It is good to look back on the 
battles and know they have won them fairly. When every- 
one was fighting—not for the top of the ladder, but to grasp 
one sustaining rung—they found their way to a place of ex- 
ceeding vantage, and from there, by the grace of the powers 
that be, and by virtue of the lessons they have learned, they 
mean to fight their way until they can say, not to others but 
to themselves, “You have done a good job.” 

I have taken the history of this department only as an 
example of what has been accomplished during this great 
adverse economic period. The same holds true wherever 
there may be another display department. If you have not 
made your grade through these times, you have lost the great- 
est opportunity that may ever come your way to prove your 
worth and to help bring your profession to the all-important 
position it holds in merchandising. The greatest benefit to 
be derived from all adveriising is at the point of sales. You 
can lead a horse to water, but making him drink of that water 
is another matter. Newspaper, direct mail or magazine ad- 
vertising serve to lead the public to the merchandise, but it 
is the display at the point of sales that convinces sufficiently 
to the point of public acceptance of your article. It takes 
work and forethought on the part of the displayman to make 
his display effective. In normal times people buy with a 
minimum of urging. Sales resistance is lower. Money is 
more plentiful and they spend more freely. But these abnor- 
mal times have been different. If you have succeeded in 
overcoming these difficulties with whatever materials you 
have had to work with, you have done your part in advanc- 
ing your standard and you, too, will say, “Wasn’t the Depres- 
sion Great?” 


GRASS MATS 


“FORGET-ME-NOT” BRAND 


MAKE EFFECTIVE WINDOW DISPLAYS 
Made in U. S. A. 
Standard Sizes and Yard Bolts. Save—Buy Direct from Mfr. 


JULIUS LOEWITH, Inc., 114 E. 16th St., New York 
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DISPLAY SERVICE DIRECTORY 


A Guide jor Nationai Advertisers 






Pa se 


ALBANY, N. Y.—Windo-Craft Display Service, Inc., 376-378 Pearl 
St., Buffalo, N. Y. Branch offices: 659 Broadway, Albany; 518 S. 
Clinton, Syracuse;. 185 St. Paul, Rochester. 





ARIZONA—Waghorn-Whitson Display Service, 142 S. Center. Phoe- 
nix, Ariz. Covering population centers of Arizona. 





AUSTIN, TEXAS.—Livingston Display Service, 205% W. Sixth St. 





BUFFALO, ROCHESTER, ERIE, SYRACUSE and WESTERN 
NEW YORK—Dependable Installation Service. National Window 
Display Service, Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA—Sun Advertising Co., 1014 Seventh St., Oakland; 
1534 Sunset Blvd., Los Angeles; 129 Sacramento Street, San Francisco. 
Branches at San Jose, Sacramento, Fresno, Santa Rosa, Long Beach, 
San Bernardino, San Diego. Largest, oldest, reliable service. 





CHARLOTTE, N. CAR.—Window Display & Interior Decorating 
Co., 307 Builders Bldg. Territory: Two Carolinas and Tidewater, Va. 
“Outstanding Service, Home of the Little Things That Count.” 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 








HUNTINGTON, W. VA.—West Virginia Advertising Co., 423 Ninth 
Street. A modern service that satisfies its clients. A trial will con- 


vince you. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install “‘merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
“Merchandised Window Displays.” 













COMPANY 


110 West 40th Street New York, N. Y. 





A superior installation service for national advertisers 
| Who want effective rather than “cheap” window displays 
—in retail stores in Metropolitan New York, Northern 
| New Jersey and Connecticut. 


BRANCH OFFICES 
1039 Springfield Ave. 365 West Market St. 














Irvington, N. J. Newark, N. J. | 











NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette. Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Albert F. A. Beck. 4744 Liberty Ave. Guaran- 
teed installation in Pittsburgh’s drug market. Personally supervised 
and checked. Established and well known to the drug trade. Satis- 
factory references furnished on request. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SOUTH BEND, IND.—Hawkins Display Service, 510 West Navarre 
St.. LeRoy S. Hawkins, Mgr. Including Mishawaka, Elkhart, 
Goshen, LaPorte and Michigan City in Indiana and Niles, Benton 
Harbor and St. Joseph in Michigan. References galore. 





SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
621 Nebraska St. The only service covering Sioux City, Iowa. and 
Sioux Falls, S. Dak. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service. 





VERMONT—Hope Advertising Service, 6 Cliff St., Orleans. 
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. -. at least, you’ll think so when you 

see me perform. I smoke cigarettes 
...I talk ...Ising... cry or shout! 

I can even drink beer ... but best of all 
I’m a real salesman ...I can sell your 
product exactly as you want it sold. 


ad 
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ager merges 


5 a% 


People used to call me a “dummy”... but 
no more, not since I’ve learned to talk... 
I’m a pretty wise guy, now ... especially 
when vou put the words in my mouth... 
I'll tell your story forcefully and convinc- 
ingly to the thousands of people who stop 
to watch me daily. 


I’m a window display, you see, and brand 
new as an advertising medium. I'll do a 
real selling job two hours a day or ten... 
you can shift me about to your dealers’ 
windows ... key locations .. . anywhere 
... just plug me in any light socket and 
I’ll operate perfectly and undisturbed. 


























And another thing! ... you can dress me in 
any fashion you choose ... as your trade 
character or your radio star... anybody! 


I’m new... I’m different... I’m interesting! 
I’m a TALKING PERSONALITY! 


TO CHICAGO 
“CENTURY OF PROGRESS” 
EXHIBITORS 


Manufacturers seeking original ond 
unusual treatment for their exhibits 
at the World’s Fair in Chicago 
will find TALKING PERSON- 
ALITIES dominating, forceful 

and effective. 
Special figures can be cre- 
EEE Gee RE REE RT eas ew ‘Saat ated to. represent your 
e ibe alii ie (Ribsieete a ee as, trade character, radio 
cle star or any other per- 


y T T Ye sonality in small, me- 
p % HA } ALK i dium or life-size, 
& X and installed’ as 


part of your e.x- 
‘Tae PERSONALITIES bring you the first display that really talks... 
that is entertaining ... that delivers your sales message in the same forceful, 
convincing way that your own salesmen talk ...and at the point of sale where 
good selling counts most. 
The “voice” of TALKING PERSONALITIES is provided by electrical transcription, 
the same as employed in radio broadcasting. Recordings can be made in New 
York, Chicago or on the Coast. Advertisers’ selling copy can be changed weekly to 
coordinate with newspaper, publication, and radio advertising. 
Besides being ideal as window displays, TALKING PERSONALITIES can be used 
in Theatre Lobbies to exploit pictures and stage attractions; in Hotel Lobbies to 
publicize local entertainment; in the Toy Departments and windows of Department 
Stores, and as Ballyhoo Artists for Amusement Park Concessions. They can be 
utilized profitably and effectively wherever the opportunity exists to stimulate sales 
and build good will. 
TALKING PERSONALITIES are available on lease, exclusive to one advertiser in 
an industry. Leases are now being booked for the balance of 1933. 
A demonstration can be arranged in your own office. Write or wire! 


TALKING PERSONALITIES _INc. 


242 WEST FIFTY-FIFTH STREET COlumbus 5-1521 NEW YORK 
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